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Abstract
Message framing is considered to be an important aspect in delivering a
simplified and unified message in public relations. The use of media in political
advocacy messaging is often the greatest influence in affecting voter interpretations and
perceptions. According to several researchers (Hallahan, 1999; Putnam & Majia, 1992;
Entman, 1993), message framing is used by various organizations to simplify complex
ideas or gain emotional currency in political advocacy campaigns.
The present study seeks to identify the main framed messages that are currently
being implemented in two political advocacy campaigns in the United Kingdom as
conveyed by the UK news media. The two campaigns surround Scotland's attempt to
become independent from the UK, and both campaigns are leading up to an independence
referendum that is taking place in the fall of 20 14. A content analysis of 299 articles from
two national newspapers, The Scotsman and The Times, which represent Scotland and the
U.K. respectively, was conducted to examine how the media framed each campaign and
how the coverage reflected the messages advocated by each country in this endeavor. The
study also sought to determine evidence of Scotland and the U.K. reframing their
messages as the campaigns continued and collided.
Results reveal that both Scotland and the United Kingdom implemented some
aspects of consistent message framing and reframing to portray a more simplified overall
message as revealed by the media coverage. Itwas determined that U.K. unification
campaign was more successful than its Scottish counterpart in having its key messaging
reflected in its national newspaper.
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Introduction
Message Framing and Reframing
The idea of message framing refers to two practices. According to Hallahan
(1999), media uses framing so audiences can understand information as being relevant to
their specific groups and demographics. Framing also is employed by all kinds of
organizations to simplify complex ideas or gain emotional currency in advocacy
campaigns. The theoretical idea of framing is inherently linked to agenda setting theory
and priming effects (Scheufele & Tewksbury, 2007). Also, Putnam and Holmer (1992)
discuss the importance of negotiators for parties active in framing messages to understand
the critical practice of altering and redirecting messages through reframing in order to be
more successful in reaching settlements.
In its early conception, theory of message framing involved selection and
salience. "To frame is to select some aspects of a perceived reality and make them more
salient in a communicating text, in such a way as to promote a particular problem
definition, causal interpretation, moral evaluation, and/or treatment recommendation for
the item described" (Entman, 1993, p. 52). Salience, through which a piece of information
becomes more noticeable, meaningful, or memorable, can be increased through
repetition, strategic placement or by association with familiar symbols (Entman, 1993, p.
53).
According to Entman (1993), selection, or the practice of calling attention to some
aspects of reality while obscuring others, is often used by the political elite to persuade
public opinion through publication in media or other publicized practices. There is one
understanding of message framing that states the mass media plays a role in the
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construction of these selected messages by first using the public frames created by the
elite to quickly understand and process the information. They then relay reconstructed
salient messages to their audiences (Scheufele, 1999). The framed messages are more
effective the closer related they are to the audience's perceived reality (Entman, 1999).
Scottish Independence and U.K. Unification
At the root of this study is Scotland's recent resistance toward British rule. An
over-arching theme that other researchers have cited as a major reason for the Scottish
movement is the increase in Scottish nationalism over the last 60 years (Criddle, 2002;
Hassan, 2011; Law & Mooney, 2012; McCrone, 2012). Most researchers in the area of
Scottish identity and nationalism write that the Scottish economic downturn after World
War II began one of the first alienations from the UK in recent history (Hassan, 2011).
Then, the proliferation of oil wells in Scotland in the 1970s and the Scots' general disdain
towards British Prime Minister Margaret Thatcher increased this divide, according to
Hassan. These issues led to the failed 1979 devolution referendum and then the also
failed 1997 referendum (Law & Mooney, 2012). These numerous referendums show a
pattern of the repeating theme having to do with the Scots joining together in their
distrust of the English (Criddle, 2002).
Another point surrounding this issue is the switch of political party majorities in
Scotland. Traditionally, the Labour Party has held the majority with Scottish voters since
before World War II. The Labour Party remained the majority even after the Scottish
Parliament was reinstated in 1999. However, the Scottish National Party (SNP) took the
majority of the Scottish Parliament in 2011 and has gained momentum ever since. The
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SNP members are currently the front-runners for Scottish nationalism and independence
(McCrone, 2012).
The instant success of the SNP was largely unpredicted by researchers. To
illustrate how quickly the SNP gained power, MacQueen and Wortley (2012) reviewed a
consultation paper that the Scottish Government published in 2010 when it was drafting a
proposed referendum. They predicted that the referendum would not go further because
only the SNP and Green Party supported the bill, and that this would not overrule the
majority party at the time, the Labour Party (MacQueen &Wortley, 2012). Less than a
year after their analysis was written, the SNP took over the majority in the 2011 Scottish
elections and increased this majority margin in the 2012 general election (Hassan, 2013).
Now, more literature is being published to support the idea of an independent Scottish
state within the European Union (Preston, 2008).
This ongoing struggle between Scottish nationalism and British unification has
put considerable strain of these two nations' relationship. This has led, according to S.
Prentice, Scottish distrust and feeling culturally distant from England (Prentice, 2010).
This sentiment contrasts the opinion of some English that the idea of "unification"
between Scotland and England originated as a Scottish idea. From their perspective,
unification has benefitted both nations since the 1700s (Kidd, 2012).
Because of their shared history, one could predict that both countries will stress
nationalism in their respective arguments. Nationalism is a political ideology in which
individuals consider their personal identity as being strongly aligned with their nation's
ideology. Thus, a key interest in the present study is how the competing campaigns
convey nationalism in their messages, but for different aims. The U.K. is advocating for
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unification but evoking nationalism of the U.K. as a whole in its messaging, as well. The
study is also designed to identify other interests and secondary messages that support a
nationalist campaign including reframing or fear mongering tactics on behalf of the
U.K. 's unification campaign or Scotland's independence efforts.
It is undisputed that media can affect the outcome of political advocacy and voter
interpretation of campaigns (Rhee, 1997; Richey & Taylor, 2012). Studies that examine
media coverage of political campaigns can help illuminate the strategies that lead to
success or failure of these campaigns.
Contemporary Application: Message Framing in Scottish Independence
This thesis study uses the content analysis method to determine if the Scottish
independence campaign, "Yes Scotland," and the U.K. unification campaign, "Better
Together," used consistent message framing as reflected in newspaper coverage for their
respective nations. The study also tests whether campaign message reframing occurred as
a function of time. Early message framing theories, as they were derived from agenda
setting and priming effects, were used to observe consistency and salient messaging.
Consistency would reflect that the advocacy campaign was both successful in
maintaining a single simplified message and also in obtaining news coverage containing
the same unaltered messaging. Salience would demonstrate that the publicly framed and
constructed messaging in the newspapers were linked to familiar symbols and issues to
the UK and Scottish audiences. While the public'S response to media coverage (or
salience) is not tested in this study, extant research indicates that media framing serves to
create a shared world view by heavy consumers of the mass media (Scheufele, 1999).
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Research Questions
After considering the information gained from the literature review about message
framing and the historical background about Scotland and the U.K., the following
research questions were determined.
RQl: What are key campaign messages or arguments that emerge in the news coverage
within The Times and The Scotsman
RQ2: Are there significant differences in campaign coverage as a function of newspaper
source?
RQ3: To what extent does each nation's newspaper present a biased view of the
independence versus unification debate?
RQ4: Have the two campaigns shown any signs of key message changes over time?
RQ5: What kinds of sources are frequently quoted or referenced in news articles
regarding the campaigns? (i.e. political and party leaders, researchers, analysts)
RQ6: Are younger voters targeted or mentioned with any sort of youth movement or
advocacy?
Methodology
Content Analysis
This study used content analysis to identify the key messages and oppositional
messages surrounding Scotland's efforts for independence. Content analysis is a
systematic, valid, and empirically grounded method used to evaluate media content
(Krippendorf, 2004). Content analysis was implemented in to order to compare the
messaging strategies of the two advocacy campaigns in two national newspaper
publications (The Scotsman and The Times). This method will be based on content
analysis practices as outlined in Krippendorf's Content Analysis: An Introduction to Its
Methodology (2004).
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Unit of Analysis and Sample Inclusion Rules
The unit of analysis for this study was relevant articles in the selected newspaper
publications. The news articles were limited to the time period from May 24, 2012 to
September 18, 2013. The ending date was chosen because it is one year before the actual
independence vote. Although the vote is next year, the present research must be
completed well before then.
The Scotsman was chosen because it is the largest circulated newspaper in
Scotland and is headquartered in Edinburgh, which is where the Scottish Parliament is
located. The Times was chosen because it is also a largely circulated publication and is
headquartered in London, which is the location for the British Parliament. Each of these
newspapers provided a different perspective on the pro and con opinions for each of the
governing bodies these publications represent. These publication choices were made
similar to the reason why Kenterelidou's 2012 study limited the sample of newspapers to
Greek publications. This is because her study was focused on how the Greek people
viewed a potential smoking ban in their country. Scotland and England are trying to
influence the votes of their citizens because they will be the ones who ultimately make
the decision of whether or not Scotland remains part of the United Kingdom.
The sample for this content analysis was determined by key word searches and a
specific timeline. The initial sample was a census sample all news articles found in the
newspaper database LexisNexis using the following key word searches: Yes Scotland,
Better Together, Scotland independence, and 2014 referendum. The sample also was
bound by a timeline beginning on May 25, 2012, the launch date of the most recent
Scottish independence campaign, and ending on September 18,2013, which marked one
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year until the independence referendum voting date. The total number of articles using
these two factors was 599, after duplicate articles featuring minor updates were removed.
Itwas determined that this sample was too large for a single researcher to code in the
time allotted, so a simple random sample of 50 percent of the total was taken. There were
two coding variables that needed to be included in order to determine validity of articles,
which were editorial/opinion piece and abridgement. The researcher included editorial
and opinion pieces because it was believed that framing could still be portrayed through
more opinionated articles because the writer would have hypothetically have been
exposed to the messages conveyed by both advocacy campaigns. A coding variable for
opinion pieces was included to keep track of the number of opinion pieces that were
collected in the whole data set, which was coded with a 1, for yes, and 2, for no. The
researcher also noticed during data collection that some Times articles ended
midsentence, and so another coding variable was created to also keep track of the number
of abridged articles in the whole data set, which was also coded with a l , for yes, and 2,
for no. The final sample for this content analysis was comprised of 299 articles - 145
from The Times and 154 from The Scotsman.
Coding Instrument and Definitions of Variables
In order to address the research questions and conduct the content analysis, a
coding instrument was developed and refined by the researcher. The instrument was
developed by researching scholarly articles, which addressed the current independence
referendum debate in Scotland and the United Kingdom, in order to draw out common
themes and ideals surrounding the issue. These common themes found in the literature
were then compared to a sample of articles pertaining to the two advocacy campaigns,
Message Framing in Political Advocacy Campaigns 13
which was done in order to determine primary sources, topics and other categories. The
instrument was tested on different articles not included in the present study that
represented different stages of the campaign's timeline. The researcher's advisor also
reviewed and tested early versions of the coding instrument.
First, objective (or manifest) content was coded for each article including the
article's source (which newspaper it appeared in; The Times = 1, The Scotsman = 2), the
article's year (2012 and 2013) and month (1-12) of publication. Prominence of the article
was measured by word count. Because of the limitations of LexisNexis, other factors of
prominence, including page number and article page location as well as the inclusion of
images, could not be assessed for all articles, and so therefore were excluded from
coding. However, prominence of each campaign within the individual articles was
measured by the percentage of paragraphs that mentioned the respective campaigns (0%,
25%, 50%, 75%, 100%). Types of sources cited also were part of the manifest content
that was coded. Examples of these sources include Scottish political leaders (both pro-
independence and pro-unification) as well as English political leaders, analysts, citizens
and others.
Consistency and use of specific sources also contribute to key message strategies
and framing. Categories for this variable included: Scottish political leader in favor of
independence, Scottish political leader in favor of unification, English political leader in
favor of independence, English political leader in favor of unification, analyst or
researcher, European, American, Scottish citizen, UK citizen, Scottish business person,
Scottish celebrity, UK business person, UK celebrity, and others. It is important to note
that that the categories within this variable did not reflect the frequencies of each of these
Message Framing in Political Advocacy Campaigns
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sources within a specific article. For example, there may have been five different kinds of
Scottish political leaders in favor of independence and one English political leader in
favor of unification, but each category would only be indicated once when the first source
for each category was observed. This was done by coding a 1 for present and 2 if not
present.
A similar area of coding to sources is main article topics. This was included to
help determine context for message framing and tactics as well as to add perspective to
the types of topics addressed surrounding the independence issue. Categories included:
new national policy, Scottish campaign dealings, UK campaign dealings, opinion polls,
logistical concerns about independence, economy, health/citizen well-being, international
relations/national security, and other. Since more than one topic could be seen in an
article, it was coded with a l , if present, and 2, if not present.
Latent content refers to variables that require judgment; they are not inherently
defined by their variable names. Several variables important to the study required clear
operationalization to ensure that valid assessments of each by independent coders. For
example, message framing, as it would apply to the two advocacy campaigns, was of
great interest in this study. Biases, both positive and negative, as well as neutrality, were
observed in all of the articles through the headline and lead paragraph. Any bias shown
towards the oppositional campaign helps establish key message framing tactics,
especially if the biases are consistent throughout all of the articles.
There were also key variables included that were based on information gained
from preliminary research. For example, historical references, referring to political or
national events occurring more than ten years ago, were sometimes invoked as a mode of
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argument, as stated by some British researchers. This is because research stated that
Scotland as a nation has a tendency to look back on past actions, from the Jacobite
rebellions in the 1700s to the devolution in the 1970s and Thatcherism in the 1980s, when
politicians hope to motivate change and passion in the Scottish citizens. Presence of
distrust or resentment of the UK by Scotland was also coded for similar reasons and was
determined by if Scottish political leaders or citizens would show signs of distrust of UK
policies or actions or resentment for past UK political, cultural or economic actions.
These variables were coded simply by a 1 for present and 2 for not present.
The variable "national identity" also was included to determine if a specific
advocacy campaign pushed this concept in its message framing. The articles would often
explicitly state identities, but sometimes the identity was implied or symbolized through
other ways. This included times when an article may have referred to "Scottishness'' and
similar terms as well as when an article included sources saying statements like, "As
Scottish/UK/European citizens .... " and similar instances. The types of identities found in
the articles were Scottish, English, U.K. and European. More than one identity could be
present in a single article so it was coded as 1 for present and 2 for not present for each
identity.
Also included in the coding sheet were more specific topical variables relating to
the independence issue, including mentions of the youth vote/youth movement, fear
mongering, negotiation/conciliatory action, and distrust or resentment. The youth
vote/movement was coded if there was explicit mentioning of giving the vote on
independence to 16 to 18-year-olds, if a teenager was quoted or if the youth or youth
focused plans were included in the article. This was a coded for 1=Yes and 2=No if these
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elements were found in an article. Fear mongering was coded for both the UK and
Scottish campaigns and was determined by if a source from a specific campaign would
"threaten" or warn an issue would occur if citizens chooses to follow the opposing
campaign's plan or action. Fear mongering in both campaigns could occur in the same
articles so these variables were also coded with a l , for present, and 2, for not present.
Coder Selection and Training
In addition to the primary coder, who coded all 299 articles, a second coder was
recruited to code a random sample often percent of the total sample (30 articles). This
was done to assess the validity and reliability of the research. The articles examined by
the second coder were randomly selected using a random numbers generator, in which all
299 articles were included and then the generator randomly selected 30. The second
coder's results were then compared to the primary coder's results in order to determine
inter-coder reliability. The second coder, who is employed by Information Commons at
Butler University and is also a student of the university, volunteered for the coding task.
The second coder had no previous knowledge of message framing or the political
scene in the United Kingdom and Scotland. She was trained by the primary coder to
perform content analysis on 30 articles using the same coding instrument created by the
primary coder. Training for the second coder included a brief overview of the research
study and situation, explanation of the use of content analysis as it pertained to the study,
explanation of coding variable and categories, including all variable definitions, as well
as coding of articles not included in the final sample until near perfect agreement was
reached with the primary coder. This training took approximately one hour. For those
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variables with questions or discrepancies between the two coders, discussion was held
until consensus was reached.
Coder inter-rater reliability for the judged variables ranged from 76 percent to 100
percent exact agreement, falling within acceptable levels. Because this test does not take
into account agreement that would occur by chance, Cohen's Kappa was calculated on
five variables that received the lowest agreement scores. The K scores ranged from .67 to
.91, indicating solid reliability, with the lowest score of .67 just below the recognized
acceptable criterion of. 70 or higher.
Results
The data for the content analysis were analyzed using the statistical program
SPSS Version 21.
General Results on Media Coverage
In the final sample, 48.5 percent (145) of the 299 articles were from The Times in
the UK and 51.5 percent (155) were from The Scotsman in Scotland. Within the May 25,
2012 and September 18, 2013 timeline, 133 articles (61 from The Times and 72 from The
Scotsman) were published in 2012 and 166 articles (84 from The Times and 82 from The
Scotsman) were published in 2013. The distribution of number of articles was relatively
even among all of the months with the number of articles ranging from 5 to 12. The
average word count for The Times was 599 words, with a minimum of 97 and a
maximum of 1763. The Scotsman had an average 01'757 words with a range between 163
and 1826 words.
The percentage of paragraphs per article that mentioned each of the campaigns
was not significantly different as a function of newspaper source. Both newspapers
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referred to the independence campaign more than unification. There were only some
slight differences in the rest of the percentage categories. See Appendix C for all
frequencies
National Identity
Inclusion of national identity references as a component of message framing was
examined in response to RQ 1, which explored the different key campaign messages and
arguments. Mentioning Scottish identity occurred the most with 127 articles (42.5%), and
those articles were split between The Times (42,33.1 %) and The Scotsman (85, 66.9%).
The difference between these two newspapers with Scottish identity was considered
statistically significant: X2 = 21.03 (df= 1, p < .001).
The second highest identity frequency was UK identity (60, 20.1%). The Times
contained 33 (55%) of these 60 articles and The Scotsman contained 27 (45%). The
difference in the UK identity, along with the difference in European Identity (33, 11%),
was not considered statistically significant. However, even though the English identity
was mentioned in very few articles (10, 3.3%), there was a statistically significant
difference between the frequency seen in The Times (8, 80%) and The Scotsman (2,
20%): X2 = 4.11 (df= 1, p < .05). See Table 1 below for frequencies
Table 1: National Identities Mentioned
Total Number of
Identity: Articles: Publication Breakdown:
The Times: 42 (14%)
Scottish Identity 127 (42.5%) The Scotsman: 85 (28.4)
The Times: 8 (2.7%)
English Identity 10 (3.3%) The Scotsman: 2 (0.6%)
The Times: 33 (11%)
UK Identity 60 (20.1%) The Scotsman: 27 (9.1%)
The Times: 16 (5.4%)
European Identity 33(11%) The Scotsman: 17 (5.6%)
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Historical Reference
The use of historical references in key messaging and arguments to support
independence or unification was also observed to address RQ 1. Results indicated a
significant difference in the use of history as an argument, as a function of newspaper
(X2= 6.27, df= 1, P < .01). The Scotsman articles more frequently referred to history (39,
13%) than did The Times (20, 6.7%).
Distrust/Resentment of the UK by Scotland
Referring to RQ 1 and key campaign messages, any resentment statements that
Scotland had in regard to its mistreatment by the UK was shown to be more frequent in
The Scotsman 41(13.7%) compared to The Times 26(8.7). Distrustful statements ranged
from lack of faith in UK policies to complaints about UK campaign tactics. Differences
in the frequency of distrustful statements, comparing the two newspapers, approached
significance: X2 = 3.25 (df= 1, P < .07).
This area also answered RQ4, whether trust issues were amplified as a function of
the campaign timeline. There were more frequent mentions of trust issues in the first part
of the campaign study period compared with the later period, in The Scotsman: X2 = 12.9
(df = 1, P < .001). See Table 2 below for frequencies.
Table 2: Distrust/Resentment of the UK by Scotland, 2012-2013 (The Scotsman)
Distrust/Resentment by Scotland: Article Frequency
2012 29 (9.7%)
2013 12 (4%)
Main Article Topics
To answer RQ2, different main article topics were noted and the two newspapers
had similar frequencies for all topics. The two most frequent topics referenced in the
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articles were the Independence campaign dealings [The Times 81(27%), The Scotsman
86(28.5%)] and also logistical issues with Scotland gaining independence (The Times, 69
or 23%,; The Scotsman 56 or 18.8%). The rest of the topics coded were referenced in
fewer than 10 percent of the articles. There was no significant difference in the types of
article topics between the two newspapers. See Table 3 below for all the article topic
frequencies.
Table 3: Main Article Topics
Topics:
The Times The Scotsman
National Policy_
8 (2.7%) 8 (2.70/0
Independence Campaign
81 (27%) 86 (28.8%)
Unification Campaign
22 (7.4%) 27 (9%)
Opinion Polls
18 (6%) 19 (6.3%)
Logistical Issues w/Independence
69 (230/0) 56 (18.8%)
Economy
26 (8.7%) 20 (6.7%)
-
Health 2 (.7%)
0(0%)
International Relations/Security
12 (4°/~) 17 (5.7%)
Other 11 (3.7%)
16 (5.3%)
Headline Bias
Headline bias varied as a function of newspaper source, and helped answer RQ3.
The third research question asks if there was bias present in either or both of the
newspapers. The two highest frequency categories for headlines were a negative bias
towards the independence campaign (139, 46.5%) and also neutral bias, or no bias, (122,
40%). Of the I 39 articles with a negative bias towards the independence campaign, 81
were found in The Times (58.3%) and 58 were found in The Scotsman (41.7%). This
difference is significant, as tested by the Pearson Chi-Square statistic: X
2
~ 9.94 (df ~
1
, P
< .001). Of the 122 articles that had a no bias, 48 came from The Times (39.3%) and 74
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were from The Scotsman (60.7%). This difference is also significant: X2 = 6.9 (df=1, p <
.001).
The other categories (positive bias towards independence, positive bias towards
unification, negative bias towards unification) did not gather as many articles and the
percentages ranged from .7 and 7 percent of the articles. However, in each of these areas,
the frequencies for these categories ret1ected that a consistent majority of articles were in
line with the newspapers' respective advocacy campaign origins. For example, from a
total of 21 articles, The Scotsman recorded more articles that had a positive bias towards
independence (17,5.7%) compared to The Times, which had fewer articles featuring a
positive bias towards Scottish independence (4, 1.3%). Although these numbers are
small, the difference tested as significant, X2 = 7.84 (df= 1, p < .001). A similar
significant statistic was seen with positive bias towards unification because The Times
contained all 9 of the articles recorded for this category (X2 = 9.86, df= 1, p < .01). See
Table 4 below for frequencies.
Table 4: Headline Bias
Total Number of Publication Breakdown
Headline: Articles: Percentage of Total then Category
Positive Bias The Times: 4 (1.3%)
Towards Independence 21 (7%) The Scotsman: 17 (5.7%)
Negative Bias The Times: 81 (27.1%)
Towards Independence 139 (46.5%) The Scotsman: 58 (19.4%)
Positive Bias The Times: 9 (3%)
Towards Unification 9 (3%) The Scotsman: 0 (0%)
Negative Bias The Times: 3 (1%)
Towards Unification 9 (3%) The Scotsman: 6 (2%)
The Times: 48 (16.1%)
Neutral Headline 122 (40.8%) The Scotsman: 74 (/4.7%)
The Times: 2 (.7%)
Other 2 (.7 %) The Scotsman: 0 (0%)
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There were also significant differences found in The Times headlines between
2012 and 2013 articles. The first was with negative bias towards independence, with 27
(9%) of the articles in 2012 and 54 (18.1%) in 2013 (X2 = 5.75, df=l, P < .05). Next,
although there were very few headlines overall indicating a positive bias towards
unification, 7 (2.3%) in 2012 and 2 (.1%) in 2013, the Pearson Chi Square test found the
significance to be: X2 = 5.02 (df= 1, P < .05). See Table 5 below for frequencies.
Table 5: Headline Bias in The Times between 2012 and 2013
Headline Bias: 2012 2013
Negative Bias (Independence) 27 (9%) 54 (18.1%)
Positive Bias (Unification) 7(2.3%) 2(.1%)
Lead Paragraph Bias
Also to respond to the question of bias in RQ3 was lead paragraph bias. Results
were similar to those yielded for headline bias. The most frequent category was also
negative bias towards independence (145, 48.5%). Of these 145 articles, 83 were found in
The Times (57.2%) and 62 were found in The Scotsman (42.8). This difference was
shown to be significant with Pearson Chi-Square results: X2 = 8.62 (df= 1, P < .01). The
next most frequent category was neutral (104, 34.8%), which 42 of these articles
belonging to The Times (40.4%) and 62 belonging to The Scotsman (59.6%). The Pearson
Chi-Square results also found this difference to be significant as a function of newspaper
source: X2 = 4.2 (df= 1, p < .05).
As with headline bias, the other bias categories (positive bias towards
independence, positive bias towards unification, negative bias towards unification) did
not garner many articles with the percentage of articles ranging from just 1 to 9 percent.
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There were some significant differences observed, even though the total number of
articles for the respective categories was very small. The largest frequency of this group
was seen with positive bias towards independence (27, 9%), with 7 of the articles
recorded with The Times (25.9%) and 20 of the articles recorded with The Scotsman
(74.1 %). The significant difference found for this area was X2 = 6.05 (df = 1, P < .05).
Frequencies of positive content bias towards unification also was significantly different,
with 10 total articles recorded (3.4 percent) and 9 of these belonging to The Times (90%).
The significant difference observed was X2 = 7.14 (df = 1, p < .01). See Table 6 below
for frequencies.
Table 6: Lead Paragraph Bias
Total Number of
Lead Paragraph: Articles: Publication Breakdown
Positive Bias The Times: 7 (2.3%)
Towards Independence 27 (9%) The Scotsman: 20 (6.7%)
Negative Bias
145 (48.5%)
The Times: 83 (27.8%)
Towards Independence The Scotsman: 62 (20.7%)
Positive Bias The Times: 9 (3%)
Towards Unification 10 {J.4%) The Scotsman: 1 (0.4%)
Negative Bias The Times: 4 (l.3%)
Towards Unification 12(4%) The Scotsman: 8 (2.3%)
104 (34.8%)
The Times: 42 (14%)
Neutral Headline The Scotsman: 62 (20.8%)
The Times: 3 (1%)
Other 3 (1%) The Scotsman: 0 (0%)
Fear Mongering
Fear mongering did not appear as a dominant message frame, especially when
initiated by the Scottish independence campaign, but there were some significant
differences found in this area. Results indicated UK practiced fear-mongering more than
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Scotland. Although the differences are not significantly different, they were approaching
significance (X2 = 3.19, df = 1, p = .07). See Table 7 below for frequencies
Table 7: Fear Mongering
Fear Mongering Present: The Times The Scotsman
UK Initiated Fear Mongering 19 (6.4%) 18 (6%)
Scottish Initiated Fear Mongering 7 (2.3%) 2 (0.7%)
However, in response to RQ4, there was a significant difference between The
Times coverage of the UK campaign's fear mongering between articles published in 2012
and 2013. In 2012, The Times published 15 (5%) articles featuring fear mongering tactics
and the frequency decreased to 4 (1.3%) articles in 2013 (X2 = 12.2, df= 1, p < .001).
Types of Sources QuotedlReferenced
There were a variety of sources quoted or referenced among all the articles
between The Times and The Scotsman, which addressed RQ5. The most frequent source
was Scottish political leaders that were pro-independence with 215 articles (71.9%). The
215 articles were nearly even between The Times (109,50.7%) and The Scotsman (106,
49.3%). The most quoted Scottish political leader was Alex Salmond, the Scottish
National Patty Leader that is spearheading the independence referendum and campaign.
Other notable leaders were members of Salmond's cabinet and advisors. The next
frequent source was Scottish political leaders that were pro-unification with 151 articles
(50.5%). These articles were also almost evenly split between The Times (76, 50.3%) and
The Scotsman (75, 49.7%). Alistair Darling, who is a founder for "Better Together," was
most present in the recorded articles of this category and was joined by other
conservative leaders in Scotland. The final source category with high frequency was
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analyst or researcher with 62 articles (20.7%). This was split between the two newspapers
with The Times containing 34 (11.4%) of the articles citing this source type and The
Scotsman containing 28 (9.3%). These types of sources ranged from university
academics, pollsters, economists and more.
The rest of the source categories had relatively low frequencies. There was a
group of sources that had frequencies ranging from 2 articles (.7%) and 57 articles (19%).
The Pearson Chi Square test did not reveal any significant differences among any of the
source categories when comparing them by newspaper publication. See Table 8 below for
frequencies
Table 8: Sources Quoted/Referenced
Source Referenced
Source: or Quoted in All Publication Breakdown:
Articles:
Scottish Political Leader The Times: 109 (36.5%)
(Pro- Independence) 215 (71.9%) The Scotsman: 106 (35.4%)
Scottish Political Leader The Times: 76 (25.4%)
(Pro-Unification) 151 (50.5%) The Scotsman: 75 (25.1%)
English Political Leader The Times: 2 (0.7%)
(Pro- Independence) 3 (1%) The Scotsman: 1 (0.3%)
English Political Leader
57 (19%)
The Times: 33 (11%)
(Pro-Unification) The Scotsman: 24 (8%)
The Times: 34 (11,4%)
Analyst/Researcher 62 (20.7%) The Scotsman: 28 (9.3%)
15 (5%)
The Times: 9 (3%)
European The Scotsman: 6 (2%)
The Times: 3 (1%)
American 9 (3%) The Scotsman: 6 (2%)
3301%)
The Times: 21 (7%)
Scottish Citizen The Scotsman: 12 (4%)
8 (2.7%)
The Times: 5 (1.7)
UK Citizen The Scotsman: 3 (1%)
The Times: 15 (5%)
Scottish Business Person 3200.7%) The Scotsman: 17 (5.7%)
16 (5.4%1
The Times: 8 (2.7%)
Scottish Celebrity The Scotsman: 8 (2.7%)
2 (.7%) The Times: 2 (0.7%)
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UK Business Person The Scotsman: 0 (0%)
The Times: 1 (0.3%)
UK Celebrity 2 (.7%) The Scotsman: 1 (0.3%)
The Times: 2 (0.7%)
Other 2 (.7%) The Scotsman: 0 (0%)
Youth Vote
Finally, RQ6 asked if either of the advocacy campaigns implemented targeted
messaging towards 16 to l S-year-old Scots through frequent mentions of the youth vote
in the Scottish referendum. Results revealed no significant difference in youth vote
pandering; the topic appeared infrequently both in The Times (11, 3.7%) and The
Scotsman (8, 2.7%).
Discussion
This thesis study observed consistent message framing and significant differences
by the "Yes Scotland" and "Better Together" advocacy campaigns surrounding the 2014
Scottish independence referendum. A key aim was to identify trends and to determine if
the news coverage portrayed key messages and arguments, possible biases or neutrality,
message reframing, and finally, targeted messaging towards specific audience groups.
National identities. A key message that emerged in this study (RQ 1) is citing
national identities. Results revealed that The Scotsman had almost twice as many articles
mentioning Scottish identity (85, 28.4%) compared to The Times (42, 14%). This was to
be expected when considering the Scottish company, Johnston Press, owns The
Scotsman. However, this significant difference can also suggest that the use of Scottish
identity is a more effective argument for a Scottish audience. This key message is easily
linked to memorable symbols of nationalism and cultural identity for the Scottish
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citizens. Therefore, The Scotsman's journalists are more apt to frame the campaign from
the perspective of Scottish identity for Scottish independence because it increases
salience with their readers.
Historical reference. The study also sought to determine whether the two
campaigns emphasized different arguments in support of their campaigns (RQ 1). A good
example is the historical reference; The Scotsman was more likely to refer to national
history as an argument (39 articles, 13%) than did The Times (20 articles, 6.7%). As
mentioned earlier, Scotland and Scottish citizens have a tendency to look back on the
history of their relationship with England and the United Kingdom as well as bad
relationships with English politicians, like Margaret Thatcher, and failed political
movements, like the devolution of 1979. It is worth noting that the inclusion of these
historical references is a way to create salience with Scottish citizens, because it links
messages to familiar symbols and schemata (Scheufele 1999). It seems that the "Yes
Scotland" campaign was successful at framing the campaign around resonating historical
references.
Distrust/resentment of the UK by Scotland. This study tested whether distrust
and resentment of the UK by Scotland was evident in the news coverage (RQ1). This
argument was used chiefly by the Scottish independence campaign and had almost
double the frequency in The Scotsman than in The Times, which suggests this was a
prevalent key message pressed from the beginning. However, there was a significant
difference between the distrust present in articles published in 2012 and then in 2013 (X2
= 12.9, df= 1, P < .001). This may be attributed by purposeful reframing on the part of
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the independence campaign in order to appear more neutral, or it may be the campaign's
loss of effectiveness controlling media coverage in The Scotsman.
Topics addressed and sources quoted/referenced. Research questions 2 and 5
led to assessments about the different sources quoted or referenced in the articles. Of
major interest was whether major differences in source use occurred in the two
newspapers. Results showed that the two newspapers had virtually the same frequencies
for each source category. This indicates that the reporting and editorial staff of both The
Times and The Scotsman most likely exerted more agency over story development, rather
than relying on available public frames (Scheufele 1999). Both newspapers had the
highest frequencies with Scottish political leaders that were pro-independence [The Times
(36.5%) The Scotsman (35.4%)] and also with Scottish political leaders that were pro-
unification. [The Times (25.4%) The Scotsman (25.1%)]. This could be seen as a benefit
for the nationalist campaign because the majority of the articles quoted or referenced pro-
independence political leaders. This suggests that the nationalist campaign was successful
in garnering primary source placement. However, a number of the articles focused more
on the personal actions of these political leaders rather than the campaign's platform, so it
is unclear if this indicates greater support for "Yes Scotland."
The same pattern occurred with main topics. Once again, The Times and The
Scotsman had similar frequencies across all categories, which also suggests that the
newspapers and journalists practiced more autonomy in story development. The most
frequent topic for both newspapers was independence campaign efforts, which was
expected given the sample selection strategy for this study. Campaign logistical issues in
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regard to independence was also a primary topic, again expected considering the
controversy around Scottish independence.
Headline and lead paragraph biases. Information and how headlines are written
play an important role in priming the audience's perception for the rest of the article as
well as the organizations or ideas mentioned in the headline. Regarding RQ2, relating to
whether or not the two newspapers present a balanced view of the independence versus
unification debate, The Times and The Scotsman generally had similar ratio of
frequencies on headline and lead paragraph biases. That is, both newspapers had
relatively high frequencies of negative bias towards nationalism compared to a relatively
low frequency of negative bias towards unification.
However, when answering RQ2, whether or not there are significant differences
in campaign coverage as a function of newspaper source, The Times had significantly
more unsupportive headlines of independence versus The Scotsman (X2 = 9.94, df=l, p <
.001). A similar situation could be seen with lead paragraph bias (X2 = 8.62 (df= 1, p <
.01). This was to be expected because the "Better Together" unification campaign was on
the defensive side of the debate when it was first established a month after the
nationalism campaign, "Yes Scotland" launched.
The Scotsman was also recorded as being more neutral with headline and lead
paragraph biases than The Times. The Scotsman more frequently published a neutral
headline (74 articles, 24%) and lead paragraph (62 articles, 20.8%) compared to The
Times 48 articles (16.1 %) with neutral headlines and 42 articles (14%) with a neutral lead
paragraph. The areas where The Scotsman demonstrated frequencies that would reflect
the same ideals as the "Yes Scotland" campaign, (like low frequencies in supportive of
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unification headlines, high frequencies supportive of independence and high frequencies
in un supportive of unification headlines) the total frequencies were generally low. It is
interesting that The Scotsman tended to be more balanced in its presentation of the
referendum issue, because although it is owned by a Scottish company, Johnston Press,
the parent company is headquartered in London. From this information alone, it seems
that the independence advocacy campaign was not effective in its media relations, as the
leaders were unable to press their key messages into the media.
In regard to campaign message changes over time, research question number four,
if there are any signs of key messages changing over time, The Times was observed to
have some elements of reframing as revealed in the headlines. There was a significant
difference between articles published in 2012 and then in 2013 when they were
unsupportive of independence (X2 = 5.75, df=1, P < .050) and supportive of unification
(X2 = 5.02, df= 1, p < .05). These differences suggest that The Times reframed
messaging through headline bias. "Better Together," which possibly occurred because of
public opinion or the need to change tactics in order to be more persuasive with the
Scottish and UK citizens. It also suggests that "Better Together" has more sway on the
London-based Times and is able to effectively ref1ect its message framing through this
newspaper source.
Fear mongering. Fear mongering helped answer RQs 1 and 4. The UK reported
significantly more fear-mongering tactics against the independence campaign than the
Scotland independence campaign (X2 = 3.19, df= 1, P = .07). This is probably because
the UK campaign initially employed more fear mongering in its key messages strategy. It
was successful in getting media to repeat these frames. However, once the public became
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wary of these scare tactics, the unification campaign performed minor reframing over
time between The Times articles published in 2012 and the articles published in 2013 (X2
= 12.2, df= 1, p < .001).
Youth vote. Although not hypothesized, it was expected that The Scotsman
would have published more articles targeting the younger population of Scottish voters
because one of "Yes Scotland's" biggest policy pushes was to change the voting age for
the referendum to 16-year-olds (RQ6). However, there was a very low frequency of
articles in either newspaper that referred to the youth vote, and even fewer had the youth
vote as a main topic in the article. The Times had 11 articles (3.7%) and The Scotsman
had 8 articles (2.7%). These findings suggest that the nationalist campaign was not
effective in gaining news coverage to focus on the youth vote issue, even with the
newspaper in its own founding city.
Conclusion
Framing may seem like a simple and obvious task for organizations to adopt when
making public frames to be relayed through the news media. Controlling the message is
difficult considering organizations are dealing with an independent press. It is even more
difficult when contentious and critical issues are at the forefront, as with the "Yes
Scotland" and "Better Together" campaigns.
It appears that overall, both campaigns were able gain placement for some aspects
of their message framing in their respective national newspapers. However, according to
this study, the "Better Together" campaign was more successful at maintaining consistent
messages and even reframing them in its local newspaper, The Times, and was
moderately successful doing the same in The Scotsman.
Message Framing in Political Advocacy Campaigns 32
The "Yes Scotland" campaign also had some success maintaining its key
messages in the media, but was not extremely successful overcoming the controversy that
overshadowed the beginning of the independence campaign. However, the nationalist
campaign certainly had more influence with its own national newspaper, The Scotsman,
compared to The Times.
The goal of this study was to determine if these two campaigns implemented
message framing and to what extent these messages were reflected in their respective
national newspaper publications. The study was able to draw out certain key messages as
well as determine significant differences between the two newspapers' coverage of the
independence debate in the United Kingdom. This politically controversial topic serves as
a contemporary example of how a prevalent national issue can be analyzed using
established message framing theories.
Message framing is an important part of mass communications. It offers a simple
framework that creates the most efficiency when attempting to connect with a large
audience and is quite successful if it is done the correctly. This sort of consistent and
thoroughly planned communication and key messaging strategies transcends traditional
media and can be adapted to other forms of news media and information sharing.
Implications
The present study of the two advocacy campaigns surrounding the 2014 Scottish
referendum, "Yes Scotland" and "Better Together," contributes to the field of message
framing and agenda setting theory, as it highlights the connection between an
organization's message goals and the outcome that occurs when these framed public
messages then become framed in the news media. It serves as a good reminder for public
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relations practitioners that a unified and consistent message that is able to relate to the
familiar symbols and ideals of the intended audiences have the possibility of being more
effective long-term. Examining campaign coverage over time also revealed how
shifting/reframing can be accomplished, as indicated by the news coverage. It is
important for large-scale organizations to plan for multiple scenarios for any sort of
media coverage. This allows them to give the right framed message that will either build
on the consistency and effectiveness of established messages, or quickly snuff and
reframe messages that do not help achieve the ultimate goals.
Limitations
Although this study was able to reveal consistent findings concerning media
coverage of the political advocacy campaigns in Scotland and the UK, there are some
limitations that must be taken into consideration. First, only 299 articles were selected for
coding, representing half of the full sample collected during the time period. This small
number may not accurately reflect the full range of frequencies and messaging topics
addressed by the two political advocacy campaigns. Had this study involved a larger time
frame and a census sample was employed, results may have altered. For the present
study, however, because the sample subset for the specified time frame was randomly
selected and represented half of the sample, the results are likely to exhibit external
validity. Additionally, because only two national newspapers were examined, the study
likely did not identify the wide range of messaging established in the mass media. The
subjectivity of these two newspapers is another limitation for messaging strategies of
these campaigns. Another issue related to the newspaper selection is ownership.
Although The Scotsman was established as purely a Scottish-owned publication back in
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1817, it changed hands in 2005 to a London-based company, Johnston Press. This
nationality discrepancy indicates a possible conflict of interest between the Scottish
editors and English-based newspaper owner.
While study variables were carefully considered when developing the coding
instrument, during the actual coding it became clear that some categories were not
exhaustive and perhaps did not detect all details important to the campaign. Due to the
complex nature of this study, coding these variables and categories was difficult and
somewhat subjective to the coder's reading and perceptions.
There was a slight issue when collecting articles for the study because a fraction
of the articles were abridged for online publication. The combined abridged articles
contributed to a total of20(6.7%) articles, which is not a significant number. The
inverted pyramid style of reporting is evident in most hard news stories, with the most
important content at the beginning and the remaining content delivered in descending
order of importance. For this reason, it is likely the framing components and key
arguments were uncut from the articles.
Future Research
This study examined political advocacy campaigns' key messages and their
abilities to have these messages consistently and effectively reflected in relevant news
media for their intended audiences. This study revealed interesting findings regarding
framing in the UK media's portrayal of these two political advocacy campaigns. Because
only the media portrayal was analyzed in the content analysis, this study is unable to
capture whether the framed messages will have any effect on the outcome for the
independence referendum in 2014. Future research may consider the effectiveness of
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these campaigns by evaluating news media coverage on the Scottish independence
referendum after the vote takes place on September 18,2014. Then, it would also be
helpful to find more information on Scotland and UK's public opinion about these two
advocacy campaigns and if both audiences' perceptions and voting habits were shaped at
all by the news coverage.
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Appendix A
Code Sheet
1. Article Number
2. Newspaper
1= The Times
2= The Scotsman
3. Word Count
4. Year
2012
2013
5. Month
Enter number for corresponding month
(l=January to 12=December)
6. Headline Bias
Does the headline suggest a favorable/unfavorable or neutral view towards one or more
parties? More than one can be selected, indicate 1 if present, 2 if not present.
Mentions Scotland Independence (positive)
--Mentions Scotland Independence (negative)
--Mentions UK Unification (positive)
==Mentions UK Unification (negative)
Neutral Headline
Other
7. Lead Paragraph Bias
Similar to #4
More than one can be selected, indicate I if present, 2 if not present.
__ Mentions Scotland Independence (positive)
__ Mentions Scotland Independence (negative)
__ Mentions UK Unification (positive)
Mentions UK Unification (negative)
Neutral Headline
Other
(For #8 and #9, these entries will be based on the mentions of the UK or Scotland through
a paragraph by paragraph basis)
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8. Percentage of Paragraphs that Mention the UK
0%
25%
50%
75%
100%
9. Percentage of Paragraphs that Mention Scotland
0%
25%
50%
75%
100%
10. Type of Sources Quoted/Referenced
More than one can be selected, indicate 1 if present, 2 if not present.
__ Scottish Political Leader (Pro-Independence)
Scottish Political Leader (Pro-Unification)
==English Political Leader (Pro-Independence)
__ English Political Leader (Pro-Unification)
Analyst/Researcher
__ European
American
Scottish Citizen
-UK Citizen (English, Northern Irish, Welsh)
Scottish Business Person
__ Scottish Celebrity
UK Business Person
__ UK Celebrity
Other
11. What is the topic(s) of the article?
More than one can be selected, indicate 1 if present, 2 if not present
__ New National Policy
__ Scottish Campaign dealings
__ UK Campaign dealings
__ Opinion Polls
__ Logistical concerns about independence
__ Economy
__ Health/Citizen Well-being
__ International RelationslNational Security
Other
12. Youth Vote/Movement Mentioned
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1= Yes
2=No
13. Historical References?
Does the article allude to national political topics that happened over 10 years ago?
1= Yes
2= No
14. Mention of National Identity
More than one can be selected, indicate 1 if present, 2 if not present.
__ Article mentions Scottish identity
__ Article mentions English identity
__ Article mentions UK identity
__ Article mentions European identity3
15. UK Fear Mongering
1=Yes
2=No
16. Scottish Fear Mongering
l=Yes
2=No
17. Distrust/Resentment of the UK by Scotland
1= Present
2= Not present
18. Is this a "letter to the editor" or an opinon piece?
I=Yes
2=No
19. Does the article appear to be abridged/shortened/cutt-off
1=Yes
2=No
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Appendix B
Second Coder Informational Coding Sheet
The story: Scotland is trying to gain independence from the United Kingdom (a mass
country including England, Wales, Northern Ireland as well as Scotland.) There will be a
vote for the referendum of independence in September of 20 14.
The two fighting campaigns:
"Yes" Scotland: INDEPENDENT SCOTLAND (NATIONALISM)
• The main political campaign which is headed by Scottish First Minister, Alex
Salmond. He has a group of advisors and support from other parties besides his
own. His party is the Scottish National Party (better known as the SNP).
• "Yes Scotland" was launched in May of2012, after the SNP gained an
unexpected majority in the Scottish Parliament.
"Better Together": SCOTLAND + UNITED KINGDOM (UNIFICATION)
• Is the main political campaign that is headed by Alistair Darling, British Labour
Party leader, who is a Scot in favor of a Scottish union with the United Kingdom.
• "Better Together" was launched roughly a month after "Yes Scotland" was
launched (June of2012) in order to combat the efforts of Yes Scotland within in
the nation.
The main govermnent of the U.K. in London also gets involved, sometimes with the
Prime Minister, David Cameron.
There are a lot of logistical concerns about Scotland leaving the union in terms of
economical, social, political as well as cultural issues.
Scottish Independence Arguments/Issues:
• Scotland looks back on how England/U.K. has affected them in the past
o i.e. hatred of Margaret Thatcher
o Proliferation of oil wells in the 1970s
o 1979 independence referendum
o Joining the U.K. over 300 years ago
• Because of the strained history, it is projected that the Scottish independence
campaign will show continuous distrust of the U.K
U.K. Unification Issues/Arguments:
• Logistical concerns of Scotland breaking from the U.K. and becoming an
independent country like the Republic of Ireland did back in the 1920s
o i.e. separate currency? Where are the banks going to go and conduct
business
o Government worker pensions, will they still be there?
o How will Scotland be represented/accepted in the European Union
• Criticized by the independent campaign for conducting fear mongering among the
constituents in order to achieve goals
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Appendix C
Tables of Frequencies and Chi Square Results
Table 9: Newspaper Source of Articles
Newspaper: Number of Articles
The Times 145 (48.5%)
The Scotsman 154 (51.5%)
Total: 299
Table 10: Month Article Published
Month Article Published The Times The Scotsman
May 2012 5 (1.7%) 5 (1.7%)
June 2012 10 (3.3%) 11 (3.7%)
July 2012 6 (2%) 7 (2.3%)
August 2012 50.7 %) 10(3.3%)
September 2012 8 (2.7%) 8 (2.7%)
October 2012 11(3.7%) 10 (3.3%)
November 2012 9 (3%) 10 (3.3%)
December 2012 7 (2.3%) 11 (3.7%)
January 2013 11 (3.7%) 11 (3.7%)
February 2013 5 (l.7%) 9 (3%)
March 2013 12 (4%) 12 (4%)
April 2013 10 (3.3%) 11 (3.7%)
May 2013 12 (4%) 9 (3%)
June 2013 8 (2.7%) 9 (3%)
July 2013 12 (4%) 9 (3%)
August 2013 9 (3%) 7 (2.3%)
September 2013 8 (2.7%) 7 (2.3%)
Table 11: Percentage of Paragraphs that Mention UK Unification
O%of 25% of 50% of 75% of 100% of
Paragraphs Paragraphs Paragraphs Paragraphs Paragraphs
The Times 36 79 'r 5 0_)
The Scotsman 31 79 31 13 0
Table 12: Percentage of Paragraphs that Mention Scottish Independence
0% of 25% of 50%01' 75% of 100% of
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Paragraphs Paragraphs Paragraphs Paragraphs Paragraphs
The Times 0 14 73 51 7
The Scotsman 0 12 65 73 3
Table 13: Chi-Square Results-Significant Difference in Identity
Identity Mentioned: XL df p value
Scottish Identity 21.03 1 .00***
English Identity 4.11 1 .04*
*p < .05
**p<.Ol
***p < .001
Table 14: Chi Square Results-Significant difference in historical references
X2 df p value
Historical Reference 6.27 1 .01*
*p < .05
**p < .01
***p < .001
Table 15: Chi Square Results-Sign!ficant Difference in Scottish Distrust of UK
I I
I Scottish Distrust Present I 1 I .073.25
df I p value
*p < .05
**p<.Ol
***p < .001
Table 16: Chi Square Results-Sign!ficant difference in Scottish Distrust of UK, from 2012
to 2013 (The Scotsman)
I XL l df p value
I Scottish Distrust Present 12.91 1 .00***
*p < .05
**p<.Ol
***p < .001
Table 17: Chi Square Results-Significant Differences in Headline Bias
Headline Bias: XL df p value
Negative Bias (Independence) 9.94 1 .00**
Positive Bias (Independence) 7.84 1 .00**
Positive Bias (Unification) 9.86 1 .00**
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Neutral \ 6.9 \ 1 \ .00** \
*p < .05
**p < .01
***p < .001
Table 18: Chi Square Results- Significant Differences in Headline Bias from 2012 to
2013 (The Times)
Headline Bias: x' df p value
Negative Bias (Independence) 5.75 1 .02*
Positive Bias (Unification) 5.02 1 .03*
*p < .05
**p<.Ol
***p < .001
Table 19: Chi Square Results-Significant Differences in Lead Paragraph Bias
Lead Paragraph Bias: XL df p value
Positive Bias (Independence) 6.05 1 .01*
Negative Bias (Independence) 8.62 1 .00**
Positive Bias(Unification) 7.l4 1 .00**
Neutral 4.2 1 .04*
*p < .05
**p<.Ol
***p < .00
Table 20: Chi Square Results-Sign~ficant Difference in Scottish Fear Mongering
1
df
*p < .05
**p < .01
***p < .001
Table 21: Chi Square Results-Sign(jicant Difference in UK Use of Fear Mongeringfi'om
2012 to 2013 (The Times)
XL df p value
UK use of fear mongering
(From 2012-2013) 12.2 1 .00***
*p < .05
**p<.Ol
***p < .001
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